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Abstract
Customer knowledge is a valuable asset, and gathering, managing, and sharing customer knowledge can be a useful competitive
activity for organizations. Successful knowledge partnerships with essential and valuable customers can strengthen business
performance and create an absolute competitive advantage that is difficult for competitors to emulate. In consumer knowledge
management, companies often experience significant obstacles or constraints so that sometimes many companies prevent them
from managing consumer knowledge. The company or organization depends on consumers who do not need to understand the
industrial field of the company or organization. This paper discusses the comparison of the application of customer knowledge
management in various industries. Research findings that all organizations must apply the three essential components of
customer-related knowledge within the underlying conceptual framework. Three basic components of customer-related
knowledge within a basic conceptual framework: knowledge for customers, knowledge of customers, and customer knowledge,
cannot be eliminated. This proves the compatibility with previous studies. In fact, to succeed, they must be applied so that it is of
value to the company. Implementation of the framework can present a great opportunity for the organization or company to make
new products so that this will improve the performance of the company or organization and maintain the continuity of the
company or organization.
Keywords: Knowledge Management; Consumer Knowledge Management; Industries;
1. Introduction
Customer knowledge is an important asset, and collecting, managing and sharing customer knowledge can be a
valuable competitive activity for organizations [1]. With the emphasis on knowledge as the main competitive factor
in the global economy, companies may neglect the main element - customer knowledge [2]. By involving customers
in the company's processes, CKM connects the external environment to the internal environment [3] and transfers
and shares information not only among customers and within the company but also between customers and the
company [4][5]. In fact, in order to achieve a sustainable competitive advantage compared to competitors, it is not
only continuous observation of customer perceptions and expectations of the delivered product or service but it is
also important to continuously interact with customers to exploit and apply their tacit knowledge [6]. Successful
knowledge partnerships with important and valuable customers can strengthen business performance and create an
inimitable competitive advantage that is difficult for competitors to imitate.
In managing consumer knowledge, companies often experience significant obstacles or constraints so that sometimes
many companies prevent them from managing consumer knowledge [7]. One of the obstacles to implementing CKM
is that many companies apply it with the wrong mindset. Many companies misinterpret Customer Knowledge
Management in their business activities. Wrong thinking when companies think that Customer Knowledge
Management is a tool to increase customer knowledge. Another challenge or obstacle is the dependence on
knowledge from consumers. Many companies are too focused and rely on knowledge from consumers without taking
any action to process that knowledge [6]. This is supported by the fact that consumers have good knowledge limited
to certain industries. In managing consumer knowledge, every company must adapt to consumer conditions and not
generalize consumer desires.
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Based on these problems, it can be found that the root of the problem that will be examined in this research is that the
company or organization depends on consumers who do not necessarily understand the industry of the company or
organization. Based on the problem statement, it was determined that the research question in this paper is: What
conceptual framework is suitable for an industry-based company or organization? So this study aims to compare the
conceptual framework of each industrial sector based on previous research. The output of this research is expected so
that this research can be considered as a reference for companies or organizations in implementing the framework
according to their industry.
2. Literature Review
2.1. Knowledge Management
Knowledge management consists of 2 words, namely management and knowledge. According to the Big Indonesian
Dictionary, the definition of management is the effective use of resources to achieve goals [8]. According to Terry
[9], the definition of management is a unique and distinctive process consisting of planning, organizing, and
mobilizing and controlling what is done to determine direction and achieve predetermined goals through the use of
human resources and other resources. Meanwhile, according to Griffin [10], management is the process of planning,
organizing, coordinating, and controlling every available resource to achieve the goals or objectives that have been
determined effectively and efficiently. Effective means that the goals can be achieved according to the existing plan,
and efficient means that it is implemented correctly and organized according to a predetermined schedule. So, to put
it simply, management is a way to plan, collect and organize, lead and control resources for a purpose.
According to Oxford Dictionaries, the definition of knowledge is Facts, information, and skills acquired through
experience or education; theoretical or practical understanding of a subject [10]. The definition of knowledge in the
context of knowledge management is the overall cognition and skills used by humans to solve problems. Knowledge
can also be defined as the capacity to take action effectively. Sources of knowledge can come from books,
newspapers, people, and various things.
The content of KM is concerned with the definition of what is meant by the term "knowledge." This understanding
has an impact on the knowledge management strategy chosen. Knowledge, according to Orange et al. [13], is "the
outcome of learning that is personal to an individual." Information is defined as "the expression of knowledge that
can be stored, accessed, and transferred." Knowledge may also be characterized as the ability to understand "why,"
"how," and "who," as well as an intangible economic resource from which future income might be earned.
Knowledge, on the other hand, might be viewed as a component of a task-performing system, or as a state of that
system that warrants task completion and future repetition. When this component (knowledge) is missing, a task will
be completed incorrectly. If this deficiency persists over time, the system will be become obsolete. As a result, when
attempting to comprehend information and its administration, the "base of use" and "context of use" are critical
factors.
The organizational setting for the application of knowledge is referred to as the KM context. Every organization,
according to Stahle [11], is a three-dimensional system with a mechanistic, organic, and dynamic nature, each of
which brings various KM problems. The mechanistic component works in the same way as a machine. It focuses on
explicit information and may include quality management systems, manuals, and IT tools. The organization's organic
character allows it to work more freely and adapt to changing business situations. In this setting, KM is primarily
focused on people and involves the management of tacit knowledge. Continuous development and innovation are
made possible by the dynamic character of the environment. The emphasis in this system is on networking
capabilities to facilitate the work of interdepartmental teams, which is typical of this type of setting.
Another aspect of organizational context is culture, which includes both tacit and explicit cultures (defined by
networks, linkages, and interdependence) (defined by their artefacts, e.g. organizational charts, documents, etc.).
Work procedures can also be used to determine organizational culture (for example, collaborative versus a
competitive culture, informal versus formal, individual versus group, and so on). As a result, the context for
knowledge management influences, and is influenced by, the content (knowledge) to be managed.
Knowledge Management (KM) is the process of creating, sharing, using and managing knowledge and information of
an organization [11]. Knowledge Management (KM) refers to a multi-disciplinary approach to achieving
organizational goals by making the best use of knowledge. KM focuses on processes such as acquiring, creating and
sharing knowledge and the cultural and technical foundations that support them [12]. So, it can be simplified,
knowledge management is a series of activities used by organizations or companies to identify, create, explain, and
distribute knowledge to be reused, recognized, and learned within the organization. These activities are usually linked
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to organizational goals and are intended to achieve certain outcomes such as shared knowledge, improved
performance, competitive advantage, or higher levels of innovation.
The concept of knowledge management includes human resource management and information technology (IT) in
order to achieve a better corporate organization so that it can win business competition. The development of
information technology does play an important role in the concept of knowledge management. Almost all activities of
human life will be colored by the mastery of information technology, so when talking about knowledge management
can not be separated from management. Knowledge management is the process of planning, gathering and
organizing, leading and controlling data and information that has been combined with various forms of thinking and
analysis from various competent sources.
2.2. Consumer Knowledge Management
Consumer Knowledge Management (Consumer Knowledge Management) is referred to as a strategic practice in
progressive companies to gain the ability to transform their customers from passive recipients of products and
services to active knowledge-oriented partners Sofianti et al.[13] CKM is about acquiring, sharing, and extending
existing knowledge. in the customer that contributes to the well-being of the customer and the company. CKM is
described as a continuous process for generating, disseminating, and using customer knowledge within an
organization, and between the organization and its customers [14] [15].
Customer knowledge management with respect to customer knowledge acquisition is shared and developed for the
benefit of the customer and the organization. Customer knowledge management, which enables organizations, is
more likely to identify emerging opportunities in the market and enhance their competitive advantage.
Although they are related to each other, knowledge management (KM), customer relationship management (CKM),
and customer knowledge management (KM) have some differences. Customer knowledge can be defined as the
process of future needs and preferences through the interaction, observation and analysis of their demand and buying
behavior [16]. In general, there are 3 components of customer-related knowledge-based, namely: knowledge for
customers, knowledge of customers, knowledge of customers. The three types of customer-related knowledge are
shown in Figure. 1.
Fig. 1. Three Types of Knowledge related to Customers Knowledge for customers
Knowledge for customers is knowledge provided by an organization to its customers [17]. In other words, this
definition refers to the CKM strategies that organizations use to manage the flow of knowledge from the organization
to the customers.
Knowledge of the definition of a customer is a customer's background, motivation, expectations and preferences on a
product or service. Past, present and future customer needs, wants, tastes and trends. Information regarding customer
purchases, payments, motivations, habits and demand patterns [19]. In this customer-related type, companies can gain
such knowledge from websites, search portals, surveys, or product catalogs in analyzing and exploring potential
customer needs. Most often, this type of knowledge is associated with the design, development and improvement of
products and services [17].
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Knowledge from customer definition is the acquisition of knowledge from customers for product and service
improvement. Information or knowledge that customers share with the company through their feedback [19]. The
customer is a strategic opportunity to learn because of the knowledge that the company has on the customer's
knowledge [2]. Understanding what users know, what they need is an important role. Feedback from customers helps
companies to continuously develop products and services, define market segments more effectively, build good
business strategies and create new products and innovative services [13]. Smith and James [20] add one component
to consumer knowledge, namely knowledge co-creation. This conceptual framework is shown in Figure 2.
Fig. 2. CKM Conceptual Framework
The definition of co-creation of knowledge is knowledge of the two-way relationship between the customer and the
company. Knowledge management is becoming a way to facilitate interactions between customers and companies to
form new knowledge, products and services [13]. Customer knowledge can also be further dissected into four
dimensions namely objective, subjective, specific and general knowledge in which each component is expected to be
correlated [21]. Their dimensions and definitions are shown in Table 2.
Table. 2. Customer knowledge dimensions
Customer Knowledge Dimension Definition
Objective Knowledge
Measures how much factual knowledge consumers have
about the product, its attributes, and the relationship
between different product attributes and their
relationship to performance
Subjective Knowledge Measuring consumer perceptions of how much theyknow about a product
Specific Knowledge A type of knowledge that is more detailed than generalknowledge
General Knowledge General level knowledge that can be accessed andlearned by anyone
3. Method
The first stage is the activity of collecting data to find the root of the problem and determine research questions. In
the process of determining the research question, the main consideration is that the answer to the research question is
expected to find a solution to the problem at hand.
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The second stage is to conduct a literature study from various credible and responsible sources. Sources of literature
studies in this research come from scientific books, journals, scientific websites. In the analysis phase, a comparison
of the conceptual frameworks is carried out in each industry field. The result of this stage is the conceptual
conclusion of each industrial framework. The methodology in this study is shown in Fig. 3.
Fig. 3 Research Methodology Flowchart
4. Result and Discussion
The results of desk research by reading various scientific and reliable sources, the findings are as follows.
4.1. Findings in the Banking Industry
In the banking industry, banks can share information about their operational processes such as setting interest rates
and different financial schemes with customers. In fact, many financial institutions are now disclosing hidden fees to
customers to build trust and confidence. In this sector, information about customers such as demographics and
customer income helps banks to offer new services more quickly and maintain standards that meet customer
expectations [22]. The conceptual framework for the banking sector is shown in Fig. 4.
Fig. 4. CKM Conceptual Framework for the Banking Sector
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Taherparvar et al [5] concluded that innovation ability plays a specific role between CKM and performance. In
particular, CKM is necessary, but not sufficient for excellence in performance, while the potential value of CKM is
realized through effective innovation capabilities [5]. The speed of innovation and the quality of banking products
have a very vital role in growing customer trust. In some cases, after the bank launches a new product, in a short time
it can meet customer expectations. this means that the bank has optimized CKM.
4.2. Findings in the Telecommunications Industry
Wu et al. [17], investigated the linking mechanism between customer knowledge management and IT-enabled
business model innovation. In a study conducted by Wu et al [17], it was found that the process of value delivery and
value taking to innovate is supported by IT. It was found that the role of IT is very important in linking CKM and
business model innovation. This conclusion is based on the fact that the relationship between CKM and business
model innovation greatly facilitates interaction or knowledge transfer at low costs. Meanwhile, IT can help
companies capture revenue from revenue and lower operating costs, which forms the basis of a profitable and
sustainable business model.
It was found that business model innovators should see their customers as partners in acquiring new knowledge [17].
Organizations or companies must actively implement IT to improve communication. In this industry companies in
particular must use IT as a strategic support company to gain value. Companies in this industry benefit greatly from a
multi-stage approach to IT implementation, making it very easy to innovate business models. This can backfire
because the company is required to compete with other companies in the same industry. Therefore, companies or
organizations in this industry are required to use IT as much as possible so that they can innovate effectively and
quickly [23].
With the convenience obtained because of the existence of IT, it is hoped that there will also be proactive customers
in providing input or at least supporting the organization to grow. Not a few find that a more active consumer attitude
can help companies or organizations find new innovations for their business development. The active attitude of
consumers can indirectly increase opportunities for companies to improve their performance, so that this benefits
both parties.
4.3. Findings on Marketing Service Firms
Daghfous and Jeremy [25] found that the results of their study indicate that customer absorption capacity affects the
role of knowledge for customers in the end whether customer development will occur. Where tacit knowledge
transfer occurs, it is limited to loyal customers and tall. With respect to transfer methods, the findings reveal that
knowledge-intensive business service firms transfer explicit knowledge using both formal and informal methods [24].
Managers should be open to using different types of media in transferring explicit and tacit knowledge rather than
limiting themselves to the normative “lean-formal-media-normative” categorization versus the
“rich-media-informal-media” categorization in the literature. Understanding the role of customer knowledge transfer
in the development of an organization's existing customers is critical in the context of a knowledge intensive business
service company. The existing literature recognizes that customer development efforts are critical in increasing
service adoption and firm performance but there is a dearth of research on customer knowledge transfer in the context
of professional service organizations [24].
In marketing companies, there is a need for two-way communication in dealing with consumers. Therefore, in the
conceptual framework, there are 4 components in implementing CKM. The four components correspond to the
conceptual framework designed by Smith and James [20] in Figure 2. In this industry, the knowledge co-creation
component plays a very important role. The four required customer-related knowledge-based components are:
knowledge for customers, knowledge of customers, knowledge of customers, and co-creation of knowledge.
4.4. Findings in the Food and Beverage Retail Industry
Chuan and Banerjee [25] used a case study at Starbucks in their research on the use of social media as a CKM
application. Starbucks uses Twitter (MBS), Facebook (SNS), Foursquare (LMS) and MyStarbucksIdea (CDS) to
support various aspects of its CKM strategy. Specifically, Twitter, Facebook and MyStarbucksIdea are used for
knowledge management for, from and about customers, while Foursquare is mainly used for managing knowledge
for and from customers.
Starbucks example to illustrate that social media is not an exclusive tool for online businesses [25]. The use of social
media can be considered as one of the main keys in this sector. Like previous research, social media has proven to be
effective as Starbucks branding and marketing. Starbucks draws knowledge from customers in analyzing their inputs,
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behaviors, and preferences. In fact, Starbucks does not treat using other applications other than social media in
utilizing CKM. Customers can also actively provide feedback to Starbucks about their innovations through social
media. This is very well used by Starbucks to create innovations for its products. The implication is that
organizations should use social media to give a boost to their business by absorbing customers in their operations
[25]. Another thing that should be noted, that Starbucks still maintains the intensity of promotion through social
media that is not excessive. So this is a separate value for Starbucks in the eyes of its customers.
It can be concluded that for the fast food retail industry, the basic framework of knowledge related to customers in
Figure 1 is still very feasible to use.
4.5. Findings in the Sports Services Industry
Behnam et al [26] investigated the effect of CKM on consumer loyalty in the sports services industry.
Fig. 5 Standardized Model 1 Weight
Fig. 6 Model Weight Standards
According to Fig. 6 and Fig. 7, component knowledge about customers shows the greatest influence on customer
loyalty. This shows a sports service company should know what customers expect from the company's services.
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Behnam et al [26] showed that CKM and its components have influenced customer loyalty. Customer requests about
the current quality of sports services and work to improve service quality based on customer ideas and needs,
Awareness will be obtained from customer requests and requests and apply them to practice and solve existing
problems.
5. Conclusion
The three basic components of customer-related knowledge within a basic conceptual framework: knowledge for
customers, knowledge of customers, and knowledge of customers, cannot be eliminated. This proves that it is in
agreement with previous studies conducted by Aho and Uden [14], and Khosravi and Hussin [15]. In fact, to succeed,
they must be implemented in order to be of value to the company. With the implementation of the framework can
present great opportunities for organizations or companies to create new products so that this will improve the
performance of the company or organization and maintain the continuity of the company or organization. The
limitation of this research is that there is no company scale categorization. The scale of the company allows for
different CKM implementations. As an example of the implementation of CKM in Indonesia, for example in the field
of Maritime Transportation such as port services [27].
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